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ANNOUNCING TWO NEW EDITIONS OF TIME 


















Starting on January 2, 1961, there will be two Added to present editions of TIME, they make 
new regional editions of TIME INTERNATIONAL. six regional editions world-wide. TIME U. S.: 
Thesewill replace the TIME Pacific edition. TIME read each week by 2,450,000 informed and 
South Pacific: printed in Melbourne. Circula- influential U.S. families. TIME Canada: circu- 
tion more than 55,000. TIME Asia: printed in lation over 225,000. TIME Atlantic: printed 
Tokyo. Circulation over 65,000 weekly. These in Paris. Distributed throughout Europe. 
new editions mean greater flexibility and se- Circulation 170,000. TIME Latin America: 
lectivity for advertising aimed at the English- air-distributed to major cities in Latin Amer- 
reading business community of the Pacific. ica. Circulation 70,000. It’s TIME for profit. 


Now TIME, The Weekly Newsmagazine, is even more the world’s most 
efficient media buy. Ask your representative for new discounts. 





















Thanks for the Memory! 


e Like the proverbial pachyderm, your Association 
enjoys a long memory. And so it came to pass that, 
soon after the decision was made by the board of 
directors that your monthly newsletter should be up- 
graded into a full-fledged house organ, edited and 
printed on professional lines, someone bethought him- 
self of the job that had been done some fourteen years 
ago... 1946-1948, to be exact. 

In those days, your Association was still called the 
Export Advertising Association and its membership, 
mostly in the U. S., numbered all of 350 members. 
The bulletin was called Export Advertising News, and 
when we cast a nostalgic look at the back copies in 
the headquarters files, we must admit that it did have 
a professional look, especially when we recall that it 
was put together by the light of midnight oil, by your 
present editor with the valuable assistance of Alex 
Stanley (now in Sarasota, Fla., gestating a new book 
on international trade) with no outside help and 
practically no budget at all! 

Export Advertising News was a 5”x8” affair, 
printed by offset, generously illustrated, but it carried 
no advertising, although several of our members had 
come forward with offers of support, should we break 
down our resistance to what was then considered as 
“crass commercialization.” Imagine, advertising pros 
turning down advertising! 

Years passed. Your Association has come of age 
and with it the realization of the vital function it is 
called upon to perform as a fount and distribution 





center of information on all matters pertaining to 
international marketing in all its ramifications. It is 
as a service to its members in 62 countries that the 
INTERNATIONAL ADVERTISER was born, and it 
is our endeavor to expand this service to the point 
where it will become the most valuable source of 
reference and information in the field. Calls for our 
first issues, already received from advertising agencies 
and reference libraries, show that we are well on the 
way in this direction. 

Our particular thanks go to our many friends and 
members who have written and phoned their con- 
gratulations, best wishes and words of encouragement 
and support. Keep the bouquets coming, boys, we 
love ’em! 

At present, this is a one-man show, and we must 
renew our earnest request for news and editorial con- 
tributions, as your publication can succeed only with 
your co-operation. 

We will particularly welcome material on interest- 
ing aspects of marketing in individual countries. Our 
previous issue, which dealt with the picture in Japan, 
was very well received, and we would like to give a 
similar treatment to all parts of the world, in turn. 

In this issue, we do not deal with any particular 
country or group of countries, but we do bring you a 
few interesting examples of arresting promotion cam- 
paigns in the United States. Prominent among these, 
for its scope and effectiveness, is the campaign con- 
ducted by a leading brewery, based on an annual 
contest for the election of a glamorous queen. In the 
course of doing our research for this piece, it befell 
to us to pose with the six finalists, as shown on our 
cover —clearly a case of meritorious action, way 
beyond the call of duty, but then, this is one of the 
occupational hazards of this profession. 


HENRY R. WEBEL 
Editor 





FOOTNOTES 


@ This issue is dated November rather than October in 
order to establish a ‘more realistic rapprochement be- 
tween our printing and our mailing schedules. 


@ When you send us news items or editorial suggestions, 
please remember that they must be in our hands on the 
first of the month preceding the issue date. For instance, 
by December Ist for the January issue. The same applies 
to advertising orders and texts. 


@ Several of our members — and a benighted few who 
are not — have inquired whether additional copies of the 
International Advertising Expenditures Report, which 
was incorporated in our August issue, were available. 
They are — Price per copy $1.00. 


@ Our New York headquarters staff is busy compiling 
the new membership roster. To insure accuracy, won’t 
you please check the envelope in which this issue came 
to you — you see, we assume you “devour” the INTER- 
NATIONAL ADVERTISER the minute it arrives and 
before the wrapper has gone the way of all paper! — and 
make sure we have your name spelled correctly. Also 
check title, company name and address and advise us of 
any necessary corrections. Thank you! 
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Change and 
Opportunity... 


Last month I left my position as Publisher of PRINTERS’ INK 
and Executive Vice President of VISION, Incorporated, to ‘follow 
a dream” — the dream of working for myself in the area I know and 
love best .. . international marketing. 

The development that made it possible for my dream to become 
a reality was my being offered the advertising sales representation 
for the International Editions of POPULAR MECHANICS. 

Obviously, I have great faith in the future of these international 
editions. And the reason is that the organization of business and 
industry in other areas of the world, particularly in Latin America, 
is changing. 

When I first began to travel in Europe and Latin America fifteen 
years ago, most businesses were dominated by one man. He did 
practically all the thinking and made most of the decisions. His 
assistants, regardless of title, had little more authority than chief 
clerks. 

The demands of expansion and the growth in complexity of 
companies have changed and are continuing to change one man domi- 
nation. The top man is still the final arbiter of company policy. 
He is still the “approver” of major buying decisions. 

But more and more, the demands of his business are forcing him 
to rely on other people — the plant manager, the chief engineer, 
the office manager — to bring him specific recommendations for 
approval. These people have become the “specifiers.” 

It is this change in organization, the emergence of a middle man- 
agement, that makes me so confident of the future of the International 
Editions of POPULAR MECHANICS. Because these are the people, 
the “specifiers” to top management, that research shows are the 
readers of these editions. 

The alert international marketing man today recognizes that the 
“specifiers” and the “approvers” are not usually the same man any 
more. He knows that he must reach the new middle management 
group (the “specifiers”) as well as top management (the “approvers” ) 
if he wants to sell and expand his market. 

From my own observations and those of knowledgeable inter- 
national marketing people with whom I’ve been talking, the reason 
these middle management people turn to the International Editions 
of POPULAR MECHANICS each month is because they are hungry 
for knowledge about the mechanical and scientific advances that 
affect and change their work and their lives. 

Certainly 265,000 people would not be paying nearly twice as 
much for POPULAR MECHANICS as any other general magazine 
if it weren’t very important to them. 

If you would like more information about these people and the 
opportunity they offer you as a marketer, either one of my salesmen 


or I will be glad to furnish it. fe 


President 
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Incredible? Fantastic? Of course, it couldn’t happen 
in New York, and it didn’t. But it happened elsewhere. 
For the full story, read the account starting on the 
adjoining column. 


NO MORE CUBA LIBRE! 


e Time was when many of us looked forward to our 
vacation or business trips to Havana which also was 
the ideal first stop on a grand tour of Latin America. 
The Cuban people always showed what seemed to be 
genuine friendship and hospitality to their North 
American guests who in turn contributed so much to 
their economy. 

Those were the days when we were allowed to go 
to the Floridita Bar, “Home of the Daiquiri”, or to 
sit at one of the terraces facing the Capitol, listening 
to the all-girl band and sipping cuba libres. 

To all of us who have always loved Cuba and the 
Cuban people, it will always remain a mystery that a 
demagogue could succeed in whipping them into mass 
hysteria and turn them overnight against their best 
friends. 

However, they have turned in the same frenzy 
against their own people and the best of them have 
been expropriated or forced into exile. We are here 
concerned only with those who were engaged in adver- 
tising and publishing, particularly our own members, 
and it is in order to report their fate in these columns. 

Let us first transcribe the revealing article which 
appeared in the September 4th issue of Bohemia — 
not Bohemia Libre, mind you, which is now published 
in exile, but the Bohemia which was forcibly seized 
by the workers, and is now operated by them: 


Operation “Recovery” 


Up to Tuesday the 23rd, advertising circles had remained 
untouched by the Revolution. 

On that day, however, a group of men, acting in accordance 
with a plan adopted at a previous, clandestine meeting, gathered 
outside the offices of the Colegio Nacional de Profesionales 
Publicitarios (The National Advertising Guild, an organization 
to which all advertising men must belong, in order to exercise 
their profession in Cuba — The Editor) on the 14th floor of the 
Retiro Odontologico Building. 

It was 8 A.M. The offices were still closed, but the men, Julio 
Gonzalez Noriega, Hugo Mir, Ricardo Sanchez and Felix 
Capote, together with Miss Celia Torriente, managed to obtain 
a passkey from the porter. 

Just as they were about to effect their entry, Luis Bombino, 
a member of the Association staff, arrived on the scene. 

“We are here to seize the headquarters of the Association,” 
the men told him. “Give us the telephone number of the 
Director.” 

“Well, I expected this would happen sooner or Iater,” he 
answered and reached for the telephone. 

“Come quick!” he told the Director, Pedro Perez Diaz. 
“Hurry, please! Yes, yes, it’s urgent!” 

Within half an hour, Mr. Diaz arrived with his lawyer, 
Gustavo Unanue. While a staterment was being dictated to 
Celia Torriente, for later publication, setting forth the reasons 
for the seizure, Gonzalez Noriega told the Director: 

“We have decided to overthrow the present board of direc- 
tors.” 

“But — is this official?” inquired P.D. 

“Well, we represent a large number of advertising people, 
and they are in accord.” 

Mir cut in: “We'll now read our statement to you.” 

“No, thanks, I heard it all while you were dictating.” 

Perez Diaz and Unanue stepped aside for a brief consultation, 
after which Mr. Diaz addressed the group: 

“I reject what has happened here and intend to appeal to the 
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Court of Law. As it happens, there is a meeting of the Board 
of Directors today.” 

Hugo broke in, “That meeting has been called off.” 

“What do you mean, called off?” 

“Look here, Fidel speaks today at the CTC (Cuban Labor 
Union, Ed.) and all of us advertising men want to hear him. 
We have called a board meeting for Thursday instead.” 


Perez Diaz decided to leave. The Bohemia article 
goes on to quote from the “manifesto” issued by the 
men who had thus taken possession, justifying their 
actions by “the apathy and indifference shown by the 
board in the face of the crisis in which advertising 
finds itself . . . In spite of its good intentions, the 
‘Junta’ has taken no action nor has it come forward 
with any suggestions . . . Particularly, it has failed to 
support the Revolutionary Government in its efforts 
to seize the North American companies located in 
Cuba... thus evidently conniving with Yankee im- 
perialism.” 

This, remember, is the account which appeared in 
the Government controlled magazine Bohemia, hence 
reflects its party line. It could not have been more 
damning, had it been published by the opposition. 

Now, for a quick rundown of men and media, their 
fate and their whereabouts, as we have been able to 
piece them together from various sources, and as we 
know them at press time. 


Diario de la Marina, seized by Castro-controlled 


unions, now reappearing weekly in exile in Miami, 
under its publisher, Jose I. Rivero who received the 
Interamerican Press Association Medal of Hero of 
Freedom of the Press at a special ceremony in 
Bogota, Colombia, on October 19th. 

Carteles is another distinguished Cuban magazine 
which died a sudden death. Castro did not like it 
and is now publishing it under the name Verde olivo 
(Olive drab), the color of the militia uniform. An- 
tonio Ortega, former editor, first sought refuge in the 
Peruvian Embassy in Havana, then escaped to Lima, 
Peru. F 

AMADEO BARLETTA, former publisher of E] Mundo, 
was forced to seek asylum at the Italian Embassy 
after his paper was seized by the workers. He is now 
reported safe in Italy. 

Those who, like your editor, were in Cuba shortly 
before and shortly after the overthrow of Batista, 
recall the tremendous impact that the Magazine 
Bohemia had and the tremendous support it gave the 
cause of the revolution by publishing issues of half 
a million circulation, entirely devoted to the revelation 
of the atrocities committed under the old regime. It 
is a tragic irony that, when its owner, Dr. MIGUEL A. 
QUEVEDO, became disenchanted with the new rulers, 
he was himself forced to take refuge in the Venezuelan 
Embassy, where he had to remain for 53 days, before 
he could obtain a safe-conduct to the United States. 

Meanwhile, not only was his business expropriated, 
but his home was looted and ransacked. 

ALVAREZ PEREZ is reported to be in Mexico, trying 
to organize an advertising agency there. MARIANO 
GUASTELLA, formerly head of what was at one time 


« 
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the largest advertising agency in Cuba, went to Spain 
where he will soon open another agency. 

Bombino y Sendra — closed. 

Mestre y Conill — seized. “RAFAELITO” CONILL to 
become ad manager of the new Vanidades in exile. 

Cia Publicitaria Alex (Guillermo Paredes Ruiz, 
President ) — closed. 

In a game of musical chairs, the presses belonging 
to Alerta were first turned over to the Government 
mouthpiece, Revolucién, but when this paper had a 
chance to grab the still better equipment of Prensa 
Libre — which had been one of the best newspapers 
in Cuba before it, too, was forced to close —then it 
turned the Alerta presses over to Hoy, the one news- 
paper in Cuba which openly admits being out-and-out 
communistic. 

Avance was also seized. Its former publisher, JORGE 
Zayas, plans to publish it as a weekly, out of Miami. 

Luis SortA, formerly head of Soria y Ruiz, adver- 
tising agency, now advertising manager of Bohemia 
Libre, about which we report elsewhere in this issue. 
He is making his headquarters in New York. 

Since there is little need for razor blades in bearded 
Cuba, JUAN FAURA was transferred to the Mexico 
office of the Gillette Company. 

El Pais and Excelsior used to have the largest 
circulation in the morning and evening fields, respec- 
tively — now out of business, their equipment is being 
used to put out a new edition of Don Quijote! 

ARTURO CHABAU, formerly General Manager of 
CMQ, is in Miami, dubbing films from English into 
Spanish. GOAR MESTRE, founder and former owner 
of the CMQ Network, now heads up Producciones 
Argentinas de Television in Buenos Aires, as reported 
in our September issue. 

BILL MurPHy went to the Miami office of McCann 
Erickson, where we know he will do as fine a job as 
he did in their Havana office. 

We understand that SERGIO CoRDOVA has estab- 
lished a silk screen business in Caracas, Venezuela, 
similar to the one he used to operate in Havana. 

GONZALEZ VILLAGRA, ex-advertising director of 
Bohemia Magazine, now public relations director of 
Bohemia Libre, with office in Miami. 

MIGUEL ANGEL GUTIERREZ, who was sales manager 
of the radio chain CMBF, now has the same position 
with the Azcarraga organization in Mexico. 

Jose KaTEs had to leave behind a prosperous im- 

port business founded by his father in Havana, back 
in 1917. Joe is now acting as a consultant to Chese- 
brough-Pond’s International in New York. 
Of course, this account, pieced together from informa- 
tion supplied by our various members, is incomplete. 
As the situation worsens in Cuba, more confiscations, 
more flights into exile take place. We will try to keep 
ourselves informed on developments, as they affect 
advertising and as they affect our members, and we 
hope that the day will come when we can report that 
Cuba has returned to normalcy and sanity and has 
again taken its place as the “Pearl of the Antilles.” 





Some Successful Promotions 


e Every day, we are exposed to a plethora of per- 
suaders, hidden and otherwise, in the form of pre- 
miums, contests, give-aways, “incentive campaigns,” 
boxtops, gimmicks, subliminal messages, coupons, 
blindfold tests, and other forms of promotion whose 
name is legion. All our senses are subjected to this 
barrage, as shall be adduced anon. 

One of the most impressive of these promotions is 
the one conducted annually since 1940 by Liebmann 
Breweries, Inc., of Brooklyn, New York, for the elec- 
tion of the “Miss Rheingold” of the year. 

The sponsors point out with pride that this is 
second, in size if not in significance, to the National! 
Presidential elections. This year, 35 million Americans 
are expected to go to the polls to elect a president; 
in 1959, more than 20 million votes were cast for 
“Miss Rheingold” — compared to the 11 million votes 
which re-elected Robert F. Wagner, Mayor of New 
York City in 1957 and a little over 3 million votes 
cast for Nelson A. Rockefeller as Governor of the 
State of New York. 

Beauty and winning ways are the only prerequisites 
of the candidates who are chosen from among pro- 
fessional models from Coast to Coast. Eventually, the 
choice is narrowed down to six finalists — two blondes, 
two brunettes and two redheads (See Cover. Picture 
was taken at the Advertising Club of New York; 
plaque overhead reads: “Under this roof you need 
no formal introduction.” Yes, the arduous life of an 
editor has its compensations. The Editor). 

Immediately, an intensive advertising campaign 
kicks off the election and ballots are made available 
to the general public in food stores, in bars, and 
wherever beer is sold. Press, radio and television 
gladly give feature coverage to this light-hearted, eye 
appealing campaign. 

To the winner goes a contract for $50,000, plus a 
complete wardrobe and a year of extensive travel to 
many famous and glamorous places throughout the 
world. 

To the sponsor goes the reward of having estab- 
lished himself as one of the leading brewers in the 
country, and his brand, Rheingold, as the largest 
selling beer in the states where it is marketed — New 
York, New Jersey, Connecticut and Massachusetts. 


Hors d’oeuvres 


e Another novel promotion scheme is the one con- 
ducted by the Ladies Home Journal in the main Hall 
of Grand Central Station in New York. Two pretty 
models pass out free doughnuts in the morning and 
hors d’oeuvres at night to commuters rushing to and 
from their trains. 

Raison d’étre is the fact that the food is supposedly 
prepared from recipes taken out of the L. H. J’s new 
cook book. The locale was picked because most New 
York admen, to whom the promotion is geared, com- 





mute daily to their Westchester and Connecticut 
homes and perforce pass through this station. Hence, 
the girls were instructed to reserve their best smiles 
and their best goodies for them. How to tell an adman 
from a mere man? — Simple: “He carries an attaché 
case and walks briskly with purposeful step.” The 
instructions fail to mention that he also carries his 
Madison Avenue ulcers. 


See the U.S.A. 


e “Visit U.S.A. — 1960,” the first joint effort by indus- 
try and Government to build export income for the 
United States by expanding tourist travel to this 
country, has gained wide support and generated a 
new and vigorous interest abroad in the United States 
as a vacationland. 

The broad objective of the invitation to “Visit 


U.S.A. — 1960,” extended to the world by Presidential 


proclamation, is “to forward the purpose of inter- 
national understanding and world peace.” One of the 
specific objectives is to match incoming against out- 
going travel dollars by increasing the flow of tourist 
travel into the United States, without in any way 
stemming the fast-growing trend among Americans to 
vacation abroad. 

The difference between inflow and outflow has been 
widening from year to year. In 1959, the U.S. share 
of world tourist earnings was about $990 million. 





“Miss Winkaway,” in real life Dianne Shepard, arriving at Atlanta, 
Ga., to promote the idea that Rio is just a wink away from the 
United States via Delta and Varig Airlines’ jet services. 





































Traveling Americans, meanwhile, contributed more 
than twice this amount—about $2 billion—to the 
combined share accruing to other countries through 
foreign travel. The gap of more than $1 billion be- 
tween exports and travel imports in 1959 emphasizes 
the importance of the national export expansion pro- 
gram. 

Developments abroad make this a propitious year 
for starting a new travel trend. Many nations are 
relaxing the currency restrictions which impeded 
travel to the United States in the past. Late last year, 
the United Kingdom raised the allowance for tourists 
from £100 to £250 (about $700); larger amounts are 
easily obtainable upon application. New Zealand and 
other sterling bloc countries have taken similar action, 
and France has tripled its traveler’s allowance and also 
grants additional amounts on application. This year 
Iceland, the Netherlands, Pakistan, Spain, Sweden, 
Turkey, and Yugoslavia have joined the countries 





Foreign Touch 


e Much of bank advertising, for years on the hyper- 
conservative side, has made notable progress toward 
the imaginative approach in the last decade. Now 
along comes an ad campaign for one of the largest 
banking institutions of its kind which goes beyond 
anything done before in bank advertising by promot- 
ing international good will, travel, tourism, the bank 
itself, and several of its services in one fell swoop. 
The First National City Bank of New York, through 
its agency, Mogul Williams & Saylor, Inc., is placing 
this campaign of full color pages in several national 
magazines. The ads are calculated to gain appreciation 
abroad for aiding vital tourist and industrial develop- 
ment efforts. Result: a bank campaign that also con- 
tributes its share to international good will. 


A typical example of the series of “international flavor’ advertise- 
ments, accenting the extensive. overseas operations of The First 
National City Bank of New York. 





























granting more liberal allowances to their traveling 
citizens. 

Postwar economic recovery, now well advanced in 
many countries, offers the prospect that more people 
will be able to accept an invitation to “visit U.S.A.” 
than in the past. The American travel industry, which 
is taking the initiative in the new travel expansion 
effort, predicts that nearly 6 million visitors will come 
from abroad this year and spend well over $1 billion 
in this country. 

In Finland, Germany, Switzerland, and elsewhere, 
people are planning — many of them for the first time 
—to visit the United States. 

In the U.S., where promotion of foreign travel has 
long been directed toward travel to other lands, civic 
leaders are encouraging their communities to show 
foreign visitors the same warm hospitality many 
American tourists have received when traveling 
abroad. 


Private Initiative and Government Co-operate 


Hub of the travel-promotion activities is the Office 
of International Travel in the U.S. Department of 
Commerce, which is spearheading the planning and 
developing of this cooperative program. 

One of the first steps taken by the Visit U.S.A. — 
1960 Committee was to invite the support of the 
governors of the States in promoting the travel year. 
Another was to enlist the cooperation of the mayors 
of some 300 cities in developing local hospitality pro- 
grams. The response has been excellent. 

In California, the Los Angeles-Mexico Host Com- 
mittee is endeavoring to attract more tourists from 
Mexico and it may extend its efforts to lands across 
the Pacific and the Atlantic. Visit U.S.A. committees 
in cities across the country are encouraging members 
of local business, professional, educational, and foreign- 
language groups to make a special effort to persuade 
friends and relatives overseas to visit them. Firms with 
branches abroad are urged to offer trips to the United 
States as incentive awards. Members of women’s 
groups are making visitors from abroad feel welcome 
here by entertaining them in their homes, and various 
organizations try to help foreign visitors overcome 
language difficulties. 

Hotels in the nation’s capital are setting an example 
to other hotels elsewhere keeping rosters of staff mem- 
bers and taxicab drivers fluent in foreign languages. 
When a visitor who knows no English checks into a 
hotel, he may be greeted in his native language by a 
fellow countryman, if the hotel manager has one on 
his staff. If the visiting traveler wishes to go sight- 
seeing by cab, a call will go out for a driver who speaks 
his language. 

Hospitality is Stressed 


All segments of the travel industry — transportation 
lines, travel agencies, sightseeing organizations, hotels 
and motels — are expanding their hospitality services. 
Motoring tourists from other nations are offered local 
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sightseeing information “without charge as a courtesy” 
at branches of a nationwide motorists’ organization. 

With the cooperation of a local tour operator, an 
airline serving one of America’s major cities sends a 
special representative to the airport to meet each visit- 
ing tourist and businessman arriving on its trans- 
oceanic flights. A “welcome visitor” kit, presented as a 
gift, introduces the traveler to the city and invites 
him to visit a downtown office for more complete 
business and tourist information. Numerous travel 
agencies offer similar greeting services. These are a 
few examples of hospitality extended by the travel 
industry. Many others could be cited. 

Rural America is also contributing to the success 
of the travel year. Ruritan, one of the nation’s large 
rural service organizations, has adopted “Visit U.S.A. 
— 1960” as its major project for the year and has 
asked about 1,000 farm families to open their homes 
to visiting farm delegations from abroad. 

The U.S. Bureau of Customs is trying to make it 
easier for visitors who arrive by ship. In New York 
City, as an experiment, when Customs officers board 
incoming ships at Quarantine, they collect duties from 
passengers before docking, to speed baggage inspec- 
tion on the pier. For experimental purposes, the new 
service necessarily is limited to a few ships. If feasible, 
it will be offered more widely. 

Other experiments are in progress. One of them, 
also at New York City, involves an adaptation of 
the “express check-out counter” provided in grocery 
supermarkets for customers buying only a few items. 
“Express line” counters, manned by customs inspec- 
tors, have been set up for passengers arriving by ship 
with no more than three pieces of hand baggage. The 
tourist who “travels light” saves time by carrying his 
bags to the customs inspector instead of waiting for 
the inspector to come to him. 


Welcome Hostesses 


Stationed at 17 major ports of entry are America’s 
official hostesses, the port receptionists of the Im- 
migration and Naturalization Service. The blue- 
uniformed receptionists greet travelers when they 
arrive and assist them with entry formalities. Most of 
the official “Welcome to America” staff members are 
assigned to international airports, where jet transport 
has created heavy traffic, but the Immigration Service 
contemplates assigning them also for shipboard im- 
migration inspections aboard transoceanic passenger 
liners, 

The Treasury Department also makes it easier for 
visitors to leave the country. In preparation for “Visit 
U.S.A.” it granted foreign tourists relief from the 
Previous obligation to obtain a certificate of com- 
pliance with our tax laws upon departure. Now only 
Visitors who stay here for more than 60 days or who 
receive income here need file a return when they leave. 

Early this year a trade association advertised its 
new publication on American travel and accommoda- 


the future in your hands 


for the sake of your baby’s future... 


the Gerber baby [4 urges you to 


‘Vote nov.s 


Recognizing America’s super markets as centers of activity and 

influence, Gerber Baby Foods are again making available to, the 

grocery field, large size “vote posters” which urge customers and 

employees to participate in the coming presidential election. The non- 

partisan poster (24” x 35"), with bright blue background, features 

the illustration and message that helped stimulate the record-breaking 
number of votes cast in 1952 and 1956. 








tions in two European newspapers with the hope of 
receiving a few hundred responses. Two thousand 
requests poured in during the first week, and more 
books had to be printed to fill all the orders that 
followed. The response demonstrates the widespread 
interest in the United States. 

The travel industry, aided by U.S. Government 
offices overseas, is taking the lead in focusing interest 
on travel to this country. What might appropriately 
be called a cornerstone of the “Visit U.S.A.” promo- 
tional structure is the Travel U.S.A. Portfolio, an im- 
pressive encyclopedia of American tourist attractions 
and travel information, compiled and issued by the 
National Association of Travel Organizations. The 
colorful portfolio is this country’s first professional 
travel guide. Reference copies of the limited-edition 
portfolio were made available by “NATO” for distribu- 
tion by appropriate representatives of the U.S. Foreign 
Service and the American travel industry abroad to 
international carriers, travel agents, foreign govern- 
ment offices, libraries, and other oversea centers in 
accordance with a pattern carefully devised to assure 
equitable distribution within each country. 
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Past and Present: “Vince” Tutching (I.) receiving gift from 
“Bud” Wilson (r.). 


NEW YORK... 


e The Chapter held its first meeting of the Fall Sea- 
son on September 29 in the Grand Ballroom of the 
Hotel Roosevelt. It was attended by 111 members 
and guests, many of them from abroad. 

IAA President Elmo C. Wilson presented a beauti- 
ful onyx desk set to Vincent Tutching as a token of 
the Association’s appreciation of the job he did as 
President during one of the most trying periods in its 
history (1958-60). Vince is now director of Hansen 
Rubensohn-McCann-Erickson Pty., Ltd., in Melbourne, 
Australia, where he promised to organize an IAA 
Chapter soon. 

Mr. George Bookman, Economic Correspondent of 
Time Magazine, the luncheon speaker, had just been 
covering the meeting of the General Assembly of the 
United Nations, and he was able to throw some 
interesting side lights on the proceedings and the 
personalities. Excerpts of his remarks are presented 
elsewhere in this issue. 

For a brief pictorial roundup of the “hard fought” 
golf-tennis-bridge-drinking and eating contests at the 
Bonnie Briar Country Club Outing, please turn to 
page 18. 


CLEVELAND... 


e “Advertising and Innovations used in Latin Amer- 
ica” was the subject of the talk given by J. Brisco, 
vice-president of Hablemos, Sunday newspaper sup- 
plement at the October 7 luncheon meeting of the 
Lake Erie-Cleveland Chapter, held at the Sahara 
Motor Hotel. 


+ 
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PITTSBURGH... 


e The Interim Committee which had been formed 
to organize a local chapter, consisted of the Messrs. 
W. F. Weimer, Robert E. Wenzel and Weldon L. 
DeWeese. They met during the summer to appoint a 
Nominating Committee, consisting of .. . the Messrs. 
W. F. Weimer, Robert E. Wenzel and Weldon L. 
DeWeese! The Nominating Committee met and nomi- 
nated for office ... the Messrs. W. F. Weimer, Robert 
E. Wenzel and Weldon L. DeWeese! 

Commenting upon this amazing coincidence in the 
Bulletin calling for elections to be held at the first 
chapter meeting of the season, on October 13th, 
Weimer writes: 

“... and Truman thought the Democratic Conven- 
tion was rigged! 

“My fellow constituents—TI say to you with all 
modesty — that the above conniving was the recom- 
mendation of the National Headquarters of the Inter- 
national Advertising Association. They felt that this 
interim committee should hold forth for the first year 
to provide you with officers with the most background 
and experience until such time as others become 
familiar with the modus operandi of the association. 

“However, you will be quick to observe by the 
attached ballot that democracy is deeply inbred in 
each of the candidates and we have therefore provided 
space for ‘write-in’ candidates should you disagree 
with the National Headquarters’ recommendation 
(how dare you).” 

As we go to press, election returns are not in as yet. 
Wonder who will be elected? 


1.A.A. ON THE MARCH 


e Every one of our members has now been informed 
of the broad cooperative effort to increase our mem- 
bership by 500 members between now and February 
1. If every member does his part we should reach 
and possibly go over our goal. 

At Headquarters we have been impressed by the 
increased interest in I.A.A. of men and women in our 
field who have not heretofore been members. Our 
records show a considerable increase in membership 
applications since June 1, the beginning of this fiscal 
year, over the same period last year. This is a clear 
indication of the results which can be achieved if 
every member cooperates in this current membership 
development effort. 

I am sure that every one of our many loyal mem- 
bers is interested in increasing the influence and 
effectiveness of our Association. The increase in mem- 
bership which we are aiming to secure will give us 












the resources which will enable us materially to in- 
crease the services of IAA to its members. 

We plan to expand our facilities for research... 
further improve the INTERNATIONAL ADVERTISER 
which has already received excellent reaction for 
its showing to date ... amplify our records to enable 
Headquarters to serve the great number of requests 
for information of all kinds . . . complete and issue 
the Code of Ethics and Standards of Practice which 
has been worked on for a considerable period and is 
now nearing completion. Progressive plans are being 
formulated for building up the mission of IAA in 
such fields as the promotion of circulation audits, free- 
dom of the press, truth in advertising, and other 
efforts for promoting the highest standards in the 
field of international advertising. These and other 
constructive projects will be greatly facilitated by 
the broader base to be achieved by the contemplated 
increase in membership. 


May I repeat here that the project of establishing 
local chapters has worked out exceptionally well with 
ten chapters already operating — all within one year 
— and several others being organized and nearing 
completion. 

In the December issue of The INTERNATIONAL 
ADVERTISER we will report in detail the progress 
made up to that time on this campaign, including a 
table of personal credits earned by those members 
who have sponsored new members. 


JAMES L. GILBERT 


Argentine Advertising 
Association 


e In commemoration of its anni- 
versary, the A.A.P. has instituted 
an advertising trophy, consisting of 
a bronze figure by the sculptor, 
Troiano Troiani, which will be 
awarded in five categories for the 
best advertising campaign in news- 
papers, magazines, outdoor, radio 
and television. The trophy will be 
presented to the advertisers in the 
respective category, and the adver- 
tising managers of these firms will 
receive a gilt medal and a diploma. 
The advertising agencies which 
have created and carried out the 
campaigns, posters or programmes 
meriting prizes, will be presented with the correspond- 
ing medals and diplomas. 





The Argentine Trophy 


“The trade of advertising is now so near to perfection 
that it is not easy to propose any improvement.” 


(Dr. Samuel Johnson, 1709-1784) 
































“FIRE AT L.P.E.” 


e On Friday, July 22nd, 1960 at 110 St. Martin’s 
Lane in London, three senior men from the mer- 
chandising division of the London Press Exchange, 
were holding a rehearsal for a client’s forthcoming 
Sales Conference ... a typical advertising agency 
situation. 

So engrossed were all three men that they hardly 
noticed a peculiar smell which began to creep into 
their studio ... but, by the time the first part of the 
rehearsal was over, the smell was unmistakable — 
burning. It seemed to be coming from behind the 
cinema screen at the far end of the room. A closer 
look revealed that not only a smell but now smoke 
was coming up through the ventilation shaft behind 
the screen. 

Almost simultaneously the smoke was noticed in 
the basement by the electrician and others working 
down there. They traced it to a storeroom immediately 
under the old studio — it was already utterly blacked 
out by smoke. 

Immediately the alarm was given. Men on the spot 
seized fire extinguishers and started trying to fight 
the fire but now smoke was advancing like a great 
tidal wave, bearing all before it. 

As the fire bells rang out, LPE fire officers, two to 
each floor, started clearing the five-story building. 
Two minutes after the alarm was given, the London 
Fire Brigade arrived and by then almost all the 350 
staff had left the building. Among the last to leave 
were the fire officers, the switchboard supervisor — 
who had valiantly kept the agency in touch with the 
outside world up to the last minute, and the cashier 


Firemen and smoke fill St. Martin's Lane at the height of the fire. 
This photo was taken from the Trafalgar Square end. 































whose office had been plunged into darkness when he 
was in the middle of preparing the week’s pay packets. 

And so, at 11:26 the Fire Brigade went into action. 
Much their biggest problem, was the smoke — how 
to find their way through it to the fire itself. For the 
smoke was everywhere; in all the nooks and crannies, 
conference rooms, passages and cubby holes of the 
building. 

At 11:30 the Brigade sent out a radio message for 
reinforcements — 3 more pumps. 

11:40 — another 4 pumps. 
11:57 — another 2 pumps. 
12:02 — another 5 pumps. 
12:33 — another 5 pumps. 

The men were equipped with Proto Oxygen breath- 
ing apparatus and the whole team worked with the 
operational smoothness of a Commando unit. Wireless 
communication was maintained between Fire Brigade 
Headquarters and the men on the scene throughout 





The London Press Exchange Ltd. | 


express their gratitude 





for the impressive services 
rendered by the London Fire Brigade 
and the London Salvage Corps 
in getting under quick control 
the fire at 
110 St. Martin’s Lane, today. 





The danger was great but the 
damage was slight. 


They did a fine job and we 
could not be more grateful. | 


THE LONDON PRESS EXCHANGE LTD., 
110 St. Martin’s Lane, W.C.2. 








While the firemen were still on the scene, this advertisement — unique 
in Britain's advertising history —appeared in the three London 
evening papers. 

. 
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the fire through the link of the headquarters control 
unit. Every message was recorded on a tape recorder 
simultaneously with its delivery. 

At 13:11 Assistant Chief Officer Cunningham, who 
directed the fire fighting, was able to report “Fire 
surrounded”. The fire was still burning but no longer 
spreading. 

At 13:31 Cunningham sent out his “stop” message 
—the signal that the emergency was over and that 
the further appliances, which were standing by in case 
of need, could return to base. 

And by 14:00 the fire was dead. 

In the two hours they had been on the scene the 
firemen had used some 60,000 gallons of water to put 
it out. 

Also on the scene, seconds after the Brigade went 
into action, was the London Salvage Corps. Main- 
tained by the insurance companies the Corps is 
warned of all important fires by the Brigade. Its job 
is to reduce damage to property by fire and fire- 
fighting operations. 

During the fire-fighting, imaginative and successful 
efforts to maintain “business as usual” were made in 
nearby LPE premises. When the emergency was over 
the management inserted advertisements, publicly 
thanking the Fire Brigade and Salvage Corps for their 
work, in all three London Evening papers. These ads 
appeared while firemen were still on the scene and are 
unique in Britain’s advertising history. 

By 2:30 p.m. LPE people were returning to collect 
their personal belongings. They noticed, principally, 
the acrid smell and the dirty hands of smoke: all 
exposed surfaces had been stained, as it were, by 
coffee. But what was the real extent of the damage? 

In the basement a team of surveyors was already 
beginning to assess it. Working in their wake was 
another team, the LPE’s building contractors. Both 
teams worked until 11 p.m. on Friday night; then all 
through Saturday. By Saturday evening the surveyors 
had been over every room in the two buildings and 
completed specifications of damage. Clearing and 
cleaning continued through Sunday, and by Sunday 
evening the whole office was ready for the next week’s 
work. Every office, all office machinery, every type- 
writer even, had been cleaned or overhauled. The 
LPE, in fact, was 99 per cent normal, except for the 
areas directly affected by the fire. 





Our thanks to member Mark Abrams, LPE research director, 
for sending us this vivid account of what, save for British sang- 
froid, could easily have spelled the doom of London’s largest 
advertising agency. (The Editor) 


Visual Selling 

e The Kelvinator Division of American Motors Co. 
doubled its sales of washing machines when it installed 
movie projectors, with a five-minute demonstration 
film in Rochester, N. Y., stores. 

Housed in cardboard display cases, the projectors 
can be operated by the customer by simply pulling 
a string. 


- —_ i+. ——- —— = 
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World Challenge te 
American Advertising 


Excerpts from talk given by George Bookman at the Septem- 
ber 29 meeting of the New York Chapter of 1.A.A. 


e It seems to me obvious, from the headlines in the 
daily newspapers, that there is a great challenge to 
American advertising, taken in that broad sense, and 
we don’t have to go any further than just five blocks 
East of here, to the United Nations headquarters, to 
see that challenge to American leadership, American 
thinking, the American economic system, and by that 
token also to American advertising. 

Before I get into the details of that, I would like 
to tell you of a little incident that took place in the 
United Nations the other day. It stresses, I think, the 
importance of how careful you have to be about words 
—over there particularly, and I will try to be careful 
about words here today. But certainly, five blocks 
East of here, it is crucially important. 

They were opening a new Communications Telex 
Circuit to Belgrade, and up in the press headquarters, 
they had all the Telex machines. There was a group of 
Yugoslavs who were invited to witness the sending 
of the first message through this new circuit. They 
were gathered around the operator, who was an 
American operator. He sat down at his machine and 
punched out the first message. He had not been given 
any ceremonial message so he punched out whatever 
came into his head. The message he sent out was, 
“Now is the time for all good men to come to the aid 
of their party”. A Yugoslav voice from the back said, 
“which party?” So, the operator started a new mes- 
sage, “The quick brown fox jumped over the lazy dog”, 
— which was a neutral message. (Laughter) 

I have been over to the United Nations since the 
day that Khrushchev arrived, helping to cover the 
activities there. We have a task force of TIME 
correspondents. I have been a member of that group. 
In fact, my work has been to cover Khrushchev begin- 
ning aboard a tug boat at four o’clock on Monday 
morning, the day he arrived. We went down the 
Hudson River and steamed up the East River behind 
the BALTIKA, and we had a good chance to watch 
Mr. Khrushchev walking up and down on the ship, 
taking the air and looking at the sights, and studying 
very closely the Statue of Liberty. 

It is very impressive over there at the United 
Nations. You cannot help being impressed that we 
really live in a brand new world. This is not a 
phrase that has been used for the first time, but it 
bears repeating, I think — that the condition in which 
we find ourselves, and the atmosphere of the world, 
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Mr. George Book =. ic Correspondent of Time Magazine, 
addressing the September meeting of the New York Chapter, IAA. 


is very new and it comes dramatically into view just 
down the street, on First Avenue. 

Last week, fourteen new Nations were admitted 
to the membership of the United Nations. This week, 
there were 2 more. We now have a total of 98 coun- 
tries in the Organization and, probably by the end of 
the year, there will be a full 100 countries as members 
of the United Nations. 

Actually, the admission of these new countries is 
a continuation of a process that has been going on 
ever since the end of World War II — the liquidation 
of colonialism and colonial empires. 

I think we are startled by it or unusually impressed 
by it when we see it happening in Africa. Because 
the leaders from Africa have a stranger aspect than 
leaders from some of the other new nations. It is still, 
in many ways, the Dark Continent. Not as much is 
known about it as is known about the Far East and 
the Middle East. Their rulers are not as well known. 
They are not famous collectors of race horses, they 
are not owners of large fortunes in diamonds, nor 
are they experts in American Jazz. They are almost 
unknown quantities to us, and their appearance on 
the world scene, therefore, has a novel quality to it. 

I, of course, have been asking myself, during the 
past week or so, where are these new countries going? 
And I have tried to find out by talking to their leaders 
and by talking to the more veteran observers at the 
United Nations, what may happen and whose leader- 
ship will these people follow. 

I have concluded, for my own satisfaction, that 
with very few exceptions there is very little danger 
that these countries will go Communist. I think that 
they realize their interests lie with the Democratic 
countries, although one of the new African countries 
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is playing a communist game at the present time. I 
refer to Guinea, and Ghana has been accused of it. 
But I don’t believe they are going to wind up in that 
camp. It is my very strong impression that they want 
economic development. They think their best chance 
of getting it and of getting help in education lies with 
the West. They want trade. Their education is oriented 
to the West. All of their values point that way. I think, 
perhaps with one or two exceptions which I don’t 
think are major ones, that these people are going to 
be our friends. And maybe those one or two will also 
come around and see the light before too long. 

Of course, it is going to be important. The presence 
of these Africans at the United Nations is one of the 
main reasons that attracted Khrushchev here, with 
all of his retinue of satellites. But I found that the 
Africans are absolutely devoted to the United Nations. 
They realize that it is the bedrock of their policies. 
They know that they must not be caught in a power 
struggle between the East and the West. If that 
should happen, they are sunk. They are too small and 
too insignificant in size and strength to be able to 
hold out. They will have to join one side or perhaps 
be swallowed up or submerged. They are, I repeat, 
devoted to the United Nations. 

The great mistake that Khrushchev made was to 
attack the United Nations. In my opinion, he was 
making some headway just by his presence here in 
New York, at first. He was making an impression early 
in the week when he first arrived, on these new 
Africans. 

They looked at him and it is impressive to see this 
man, the head of all the Russians, walking around in 
the Delegates’ Lounge like anybody else and sitting 
at his desk and listening to the speeches. They were 
impressed. But I think he tossed all that away in the 
violent attack that he made on the United Nations, 
which is really the cornerstone of the existence for 
these small countries. 

These people, these new countries, I think are going 
to be very important in an economic sense — not just 
as recipients of aid, either, but as potential customers. 

Nigeria, for instance, which is going to be getting 
its independence in a few days, and will be in the 
United Nations very shortly, is a very populous coun- 
try. The standard of living is extremely low. Still, 
American banks have been quite interested. One bank 
has already announced the opening of a branch in 
Nigeria and several of the largest United States firms 
(and perhaps those with which some of you are 
connected) are putting money into Nigeria. I think 
the opportunities in these countries are going to be 
increasingly realized. 

One of the speakers at the United Nations the 
other day, made the point, which I thought was a 
very valid one, that economic progress moves much 
more quickly as soon as these countries become inde- 
pendent. Independence seems to act as a stimulant 
to economic progress. As soon as they become inde- 
pendent they want development, they immediately 
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want not only the political fruits of independence, 
but they want to enjoy some of the economic fruits 
of it as well. And economic development goes ahead 
much faster with independence. 

Somebody is going to assist these countries to 
achieve this economic freedom and economic progress, 
and I hope it will be the United States. President 
Eisenhower laid down a program the other day at the 
United Nations that, as far as I could tell, was 
extremely well received by the African nations. It 
was a program of modest size. It does not involve 
the spending of huge amounts of money. It is nothing 
comparable, say, with the European Recovery Pro- 
gram, at the present time. It can be measured in a 
few hundred million dollars annually, at the outset. 
This is really what the new countries are interested in. 

As we look around the world, particularly at these 
new Nations whom I have been meeting down the 
street at the United Nations, and as we look also at 
the Nations in Asia and in Western Europe, there are 
tremendous opportunities for business—and that 
means, of course, for advertising. 


ROME RESEARCH 


e Plotting a course in unchartered 
waters has always held a fascina- 
tion for fellow member Bernard 
Rome, President and founder of 
Rome Research. Perhaps this best 
explains how he came to publish 
the Rome Reports on international 
media schedules which now circu- 
late in twenty-two countries. 

With a basic inclination towards 
research, Rome set out to find just 
what was lacking in a burgeoning market of research 
information. To him, the most promising course to 
navigate seemed to be the newest and almost un- 
explored waters of international advertising. With a 
growing awareness of the undeniably promising future 
of international marketing, Bernard Rome pondered 
what contribution he could make to this industry — 
an area of marketing about which little is known. 
Media, a prime object of current advertising research, 
seemed to loom as an area in which little was known 
on an international level. Upon investigation, he 
learned that agencies were making media decisions 
for clients in the foreign marketing field without bene- 
fit of the mine of information and data available to 
them domestically. With the advanced state of modern 
advertising, this seemed almost inexcusable and Rome 
reasoned that for many years reports covering local 
media schedules had existed in the U. S. and other 
countries. Why not do a similar report for inter- 
national media? 

He took his idea to several leading international 
publishers and agencies, and it met with immediate 
approval and encouragement. The need for basic data 
of this type was obvious. With a nucleus of agencies, 
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advertisers and publishers as clients he published his 
first report in September of 1958, entitled “The Rome 
Report of Export Advertising to Latin America”. Six 
months later he added a “European & Pacific” Edition. 

Esseitially, the Rome Report is a compilation of 
the advertising activity in international media of 
nearly 3000 world marketers. It lists each advertiser 
by product classification, the publications advertised 
in, the size and frequency of insertion, the month 
appearing and the amount of money spent by each 
advertiser in each publication and in toto. 


To prepare each quarterly issue of the Rome Report 
it is necessary for the Audit Staff to process the adver- 
tising appearing in 250 issues of 70 different publica- 
tions. This represents over 12,000 ads every three 
months. The procedure Mr. Rome uses to develop his 
data is an example of the application of modern elec- 
tronic techniques to international advertising. All ads 
are reduced to code punches on IBM cards and then 
processed through IBM machines which sort together 
all the ads of a particular type, re-sort them by adver- 
tiser, compute the cost of each ad and total how much 
each advertiser spent. 


The Rome Report represents to international adver- 
tising more than a media measuring service. Its exist- 
ence and support from all over the world signals the 
advent of a group of research services that may well 
parallel the growth years lying ahead for world 
marketers. 


The INTERNATIONAL ADVERTISER would like to pub- 
lish similar “profiles” of members who have an unusual vocation 
or avocation. Any suggestions? (The Editor) 


THE FRANKFURT FAIR 


e The Frankfurt Fair and other important German 
fairs offer an excellent place to meet and discuss 
business with the German buyer who visits the big 
fairs twice a year and makes purchases. Thousands 
of buyers come for handicrafts and smokers articles, 
furniture and home accessories, china and glass, musi- 
cal instruments, coin-operated vending machines, 
office equipment, paper goods, stationery, drugs and 
toiletries, exotic foods, and costume jewelry. Textiles 
for the home also are widely displayed and purchased. 

At the Spring Fair, March 5-9, 1961, it is forecast 
that prospects for sale of products in paper and paper 
goods, cosmetics and toiletries, musical instruments, 
and household textiles will be particularly good but 
exhibitors should not limit themselves to these prod- 
ucts. Textiles for clothing are not included in the 
Frankfurt Fair but are shown at the Interstoff Fair 
which is restricted to exhibitors from Western Europe. 

Exhibitors should come prepared to sell, quote de- 
livery prices, and set firm delivery dates. They should 
bring wide lines and stress better goods. But, a word 
of warning: Space at the Frankfurt Fair traditionally 
is sold out at an early date! 


The Use and Abuse 
Of Foreign Languages 


e There is a new awareness in the United States of 
the importance of foreign languages, a discontent with 
the way languages have been taught in the past, and 
a desire to adopt new ways of teaching them. Today 
a popular majority would probably support the propo- 
sition that the national interest requires a reversal of 
the trend against the study of foreign languages that 
marked American education after World War I. 

It is not easy to assess the reasons for the apathy, 
even the antagonism, toward foreign languages that 
has long been a prominent feature of American cul- 
ture. A major reason, however, is that most Americans 
have not perceived a need for more than one language. 
A frontier civilization, preoccupied with its internal 
growth, could readily assume that the language 
barriers it encountered ought to be breached by im- 
posing the dominant English tongue upon such 
Indians, Spaniards, Frenchmen, or Mexicans as stood 
in the path of American expansion. The main centers 
of American population are still so far from lands that 
speak a different language that there is no immediate 
incentive for people to try to possess another tongue. 

Knowledge of a foreign language has historically 
been associated with two groups in the United States: 
the upper classes, who learned French or German 
early in life in private schools, from European gover- 
nesses, and through grand tours or university residence 
on “the Continent”; and, at the other end of the social 
scale, common laborers who immigrated to the United 
States through New York or California and brought 
with them their own languages —— German, Swedish, 
Yiddish, Polish, Russian, Spanish, Italian, Greek, 
Chinese and Japanese. In America until recent times 
the native ability to speak a second language lacked 
the prestige value associated with it in Europe because 
it smacked of the recent immigrant who was, generally 
speaking, poor, uneducated, and of a peasant-laboring 
class. The conformist spirit of our nation in this respect 
can still be seen in the resistance by the children of 
recent immigrants to their parents’ efforts to raise 
them in a bilingual tradition. 

What has really created a sense of national crisis 
in the language field is the discovery that most over- 
seas Americans are not able to deal with foreigners 
in the local languages. For the first time in our history, 
language proficiency has indeed become a valid pro- 
fessional qualification for hundreds of Americans. 

There is little need to belabor the point that many 
of our overseas representatives are seriously handi- 
capped by a lack of language facility. The lamenta- 
tions from the field are overwhelming proof that not 
enough linguists are available to be sent overseas and 
that too few Americans learn foreign languages even 
when they work abroad. 








From “The Overseas Americans”, by Harlan Cleveland, Gerard 
J. Mangone and John Clarke Adams, published by McGraw-Hill 
Book Company, Inc. See review on page 22. Reprinted by 
permission. 
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e Rolf H. Lickfett, European manager of the Continen- 
tal Advertising and Marketing Agencies Association, 
has been transferred from Switzerland to Huizen in 
the Netherlands. 

Gf 


e Sylvan M. Barnet was in Paris early in October to 
help with P.R. on the inaugural of the New York 
Times International Edition. From there he went to 
Geneva to lend a hand to another client, American 
Machine & Foundry Overseas which just opened an 
office there. Fortuitously, a 12-lane bowling alley 
using AMF equipment, was opened simultaneously 


in Geneva! 


e On the occasion of the tenth anniversary of his 
Zurich advertising agency, Dr. Rudolf (“Faensch”) 
Farner, our European Council President invited some 
60 of his associates and co-workers to a three-day 
excursion August 22-24 on the Biirgenstock, famous 
resort on the Vierwaldstattersee. 


G 


e CAMA, a network of European advertising agencies, 
chairmanned by Dr. Farner, held its Fall Meeting at 
the Burgenstock at the same time, so that many of its 
members were on hand for the Anniversary Celebra- 
tion. 


1AA members all — Erik Elinder, Sweden; F. Saalaste, Finland; T. 
Becker, Norway and |. A. Nielsen, Denmark, in a festive mood at 
the Farner Agency Birthday Celebration. 





e Thomas B. Dorsey was named vice-president of 
Barnet and Reef Associates, then left for Enugu, 
Nigeria, to attend the Independence Day Celebration 
of that country. Tommy is also chairman of the IAA 
publicity committee. 

G 


e Laurence Courtney A. Schwartz has organized a new 
office in Cleveland, Ohio, at 1900 Euclid Avenue, to 
expand his marketing, sales and advertising counseling 
services to foreign and domestic markets. It is to be 
known as World-Trade Services. 


G 


e Arthur Kron spoke on the U. S. Export Expansion 
Program at the September 13 meeting of the N. Y. 
International Executives Association. 


eee ee ee eee eee eee ee eer 


e Burley, Norman, Craig & Kummel, Ltd. is the name 
of the new Toronto, Canada, advertising agency 
formed by the acquisition of a major interest in the 
Canadian agency of Henri, Burley & McDonald, Ltd., 
by the New York Agency of Norman, Craig & Kum- 


mel, Inc. 
G 


e Another Toronto merger was consummated between 
the local agency Spitzer & Mills and Ted Bates & 
Company Inc. of New York. New corporate name will 
be Spitzer, Mills & Bates, Ltd. 


G 


e National Export Advertising Service, Inc., Chicago, 
has been appointed to handle the international adver- 
tising of Kimberly-Clark Corporation, manufacturers 
of Kleenex and Kotex. 

G 


e The Japan Trade Center has appointed Gotham- 
Vladimir Advertising, Inc., to conduct a survey and 
launch a limited promotional campaign in the United 
States for Japanese Specialty food products which 
include a few exotic specialties such as Japanese 
loquats, a fruit combining the taste of peaches and 
apricots, and Japanese sauries, a delicately flavored 
fish slightly larger than the familiar sardine. 


G 


e Marcom, “agents conseils en marketing,” Brussels, 
have announced the establishment of IPPV as a per- 
manent retail market research service throughout 
Belgium. IPPV, which stands for “Indice de Présence 
aux Points de Vente,” or Index of Presence at the 
sales points, is described as the percentage of sales 
points at which a product or a brand is offered to the 
final customer during a given period. Marcom man- 
ager is our member Philippe L. Lousberg. 
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WORTHINGTON ASSOCIATED COMPANIES: AUSTRIA—Worthington Gesellschaft m.b.H., Vienna « ARGENTINA—Worthington 
Lid., Buenos Aires « BRAZIL—Worthington S.A., (Maquinas), Rio de Janeiro « CANADA—Worthington (Canada) Lid., Brantford, Ont. 
Limitada, Bogota « ENGLAND—Worthington-Simpson, Lid., London « FRANCE —Société Worthington, Paris « GERMANY —Deutsche Worthington G.m.b.H., Hamburg 
JAPAN —Niigata Worthington Co., Lid., 


ITALY — Worthington Sociela Italiana Pompe e Compressori, Milan; 
Tokyo « MEXICO—Worthington de Mexico, S.A., Mexico, D.F. « SPAIN — Worthington, S.A., Madrid «© VENEZUELA—Worthington International, Inc., Caracas. 
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A city was sinkinge.... 


The first warning signs were hardly ominous and 
were passed off as construction defects: a crack 
in the foundation of a building...a roadway 
which suddenly dipped and buckled .. . a stair- 
way that began to settle and separate. 


The signs increased . . . and with them the aware- 
ness of the unbelievable truth: Mezico City, one 
of the world’s fastest growing capitals, was sinking 
at the rate of 16 inches a year! 


This condition, caused by an excess of water being 
pumped from the city’s underground streams in 
an effort to provide water for new inhabitants, 
had become so aggravated that Mexico City’s 
sewage and drainage systems were threatened 
with collapse. In addition, flooding which oc- 
curred in many parts of the city during rain 
storms seriously hampered economic activities. 


At the time of the crisis, more than 2100 wells 
and pumping stations were extracting water from 
the sub-surface sources. In an effort to halt the 
sinking, and still have adequate supplies of water, 
the administration of President Adolfo Ruiz 
Cortines decided to stop the withdrawal of water 


Worthington International S.p.A., Naples « 


and bring it into the city from outside sources, 
some as far away as 40 miles. 


The solution was a vast undertaking, for it neces- 
sitated building a lengthy and complex system 
of conduits, pipes and pumping stations. 
Worthington de Mexico, S.A., a member of the 
world-wide Worthington manufacturing and sales 
organization, supplied many of the pumps used 
in the system. Today, mere than 132,000 gallons 
of water a minute flow from outside sources into 
the homes and businesses of Mexico City. 


At Worthington we were glad of the opportunity 
to cooperate with local authorities in supplying 
and installing some of the products which con- 
tributed to the welfare of this magnificent city. 


For an11” x14” reproduction of the above illustration suitable 
for framing, please write to: Worthington Corporation, Dept. 
108-22E, Harrison, New Jersey, U.S.A. 


Koad WORTHINGTON 
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OUTING OF THE NEW YORK CHAPTER, I.A.A. 


LARCHMONT 
NEW YORK 
~, OCT. 13, 1960 


BONNIE 
BRIAR 
ct 





Jim and Mrs. Gilbert, Andy and Mrs. Karnig 
at festive dinner. 


Irwin Vladimir (2nd from left) 
with some of his guests 
from Japan. 


Oscar Cornejo, Oscar Arney 
and Pres Bliss. 


Miss Mary Dilley receiving the Grand 
Door Prize . . . a Philco portable TV set, 
no less, donated by Mr. Ernest Dreher . . 
from outing chairman Erik Nielsen. 


Cliff Montgomery, 
won Revista Industrial’s 
Kicker’s Handicap Cup. 


John Date won the 
Founder's Golf Trophy for 
low gross, donated by 
Thomas A. Ashwell & Co. 





Allen Retfler and 

John D. Howell, 

tennis singles winner and 
runner-up, respectively. 
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In Latin America 


AMERICA CLINICA 
talks the 

medical doctor's language 

—and tt talks 


to more than 


80,000 doctors 
every month 


Oldest international journal in the 
field (20 years) AMERICA CLINICA 
consistently carries the largest 
volume of advertising placed by 
North and South American and 
European firms. 


COMPLETE MARKET COVERAGE—o dy- 
namic mailing list, publication con- 
trolled, insures coverage of all physi- 
cians in active practice in all Latin- 
American countries. Automatically 
selects high income group in each 
country for promotion of automotive 
equipment, room air-conditioners, etc. 
that require extra purchasing power. 


READERSHIP — popular digest size 
makes winning bid for doctors’ avail- 
able reading time. All independent 
drug firm surveys made in last four 
years place AMERICA CLINICA first. 


LOWEST RATES—full edition advertis- 
ing carries lowest page per thousand 
rate in the field. Split runs, which 
help to correlate with distribution, 
market by market, are moderately 
priced. 


AUDITED CIRCULATION—printed in 
Madrid, circulation is certified monthly 
by the Spanish Ministry of Informa- 
tion; audited twice a year by Price, 
Waterhouse & Co. 


Companion to it 5 


EL HOSPITAL 


Latin-America’s only international hos- 
pital journal. Editorially services the 
administrator, the medical director, 
the pharmacist, the laundry and 
kitchen manager, etc. in 4,000 hospi- 
tals and clinics throughout the area. 
For complete information on doctors in private 


and institutional practice in Latin-America, 
call or write... 


AMERICA CLINICA 
A Panamerican Publication 
570 Seventh Ave., New York 18, N. Y. 
LAckawanna 4-5563 











Bits and 
PiEces... 


e The Matsushita Electric Corporation 
of America, has been organized as the 
U. S. sales and service organization of 
Matsushita Electric Corporation of 
Tokyo, Japan, manufacturers of 
radios, television sets, appliances, and 
housewares. Clayton, Inc., has been 
appointed to handle a complete mar- 
keting, advertising and public rela- 
tions program in the United States. 


G 


e France and Russia have signed an 
agreement for the opening of a French 
National Exposition in Moscow next 
summer, and for the Russians to open 
a Soviet Exposition in Paris in 1961. 


G 


e The National Foreign Trade Council 
will hold its 47th Annual Convention 
at the Waldorf-Astoria in New York, 
on November 14, 15 and 16. 

An opportunity will be provided for 
examination of major policies and 
trends bearing on United States in- 
ternational trade and investment, and 
many operational questions will be 
considered. Officials of large and small 
companies in all parts of the nation, 
engaged in export and import trade, 
manufacturing, foreign investment, 
financing, transportation, insurance, 
publishing and advertising, etc., will 
consider topics of mutual interest. 


G 


e Italian Roto Press for Pravda —A 
large four-color rotogravure printing 
plant, built by Andreotti Company of 
Milan and reported to cost 1 billion 
Lire, was delivered to a Pravda repre- 
sentative at ceremonies attended by 
the Italian Undersecretary for Indus- 
try. The plant was the second in a 
series of three; the first was delivered 
last year and the third is now being 
assembled. 


* 
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TEXTILES 


PANAMERICANOS 


talks the language of 
Latin America’s 
textile manufacturers 


For 20 years— 
longer than 
any other pub- 
lication in the field—Textiles Panameri- 
canos has served its textile producer 
audience with two basic services: 
® Intensive coverage of current technical and 
business advances, as well as general in- 
dustry news 
® An all-Spanish publication . . . the only 
language clearly understood by the ma- 
jority of Latin American textile manufac- 
turers 
The value of Textiles Panamericanos is 
further enhanced by the fact that Latin 
American manufacturers lack the many 
trade shows and technical meetings 
available in North America—are avid 
readers of business publications edited 
for their special interests. 


Complete Market Coverage 
Textiles Panamericanos is directed to 
the nearly 4,268 textile plants in Latin 
America—manufacturers for 170,000,- 
000 consumers. Basic plant needs in- 
clude: 

@ Machinery © Equip t and Ac ies 
© Mill Supplies © Dyestuffs and Textile 
Chemicals ©@ Synthetic Fibers and Resins @ 
Air-conditioning Systems ®@ Packaging and 
Shipping Facilities . . . and related products 
and services. 





Traditional Acceptance 


Many of America’s leading manufac- 
tures are regular advertisers in Textiles 
Panamericanos. Among them: 

Allied Chemical, American Cyanamid, Ameri- 
can Moistening, Barber-Colman, Celanese Corp., 
Crompton & Knowles, Draper Corp., Foster 
Winders, Kidde Machines, Monsanto Chemical, 
Parks-Cramer, Scott & Williams, Singer Sewing, 
Sonoco Products, Steel Heddle Mfg., Textile 
Machine Works, Union Carbide, Union Special 
Machine, Whitin Machine, and many others. 
Textiles Panamericanos is appropriately 
supplemented by the annual Directorio 
Textil Panamericano—the Latin Ameri- 
can buyer’s guide for everything pur- 
chased by the textile mill. 

For complete information on Latin America’s 


textile industry—and the publications which 
serve it best—call or write . . . 


PANAMERICAN 


_ PUBLISHING CO., 
INC. 


570 Seventh Ave., N.Y. 18, N.Y. 
LAckawanna 4-5563 
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for International Direct Mail Advertising 


DILLON AGNEW ASSOCIATES, INC. 


offers, for your Direct Mail 
Advertising, Distributors’ Sales 
Material, Publication Inserts 


a completely centralized serv- 
ice in Holland for multi-market, 
multi-language campaigns un- 
der the direction of American 
advertising protessionals 


%* SPAIN %* PORTUGAL * FRANCE 2 BELGIUM * SWITZERLAND » 
WOGONIM G3LINN %* VINLSNY ¥ 3933uD *& ANVINUID * WUVANIG * 


Lists * Translations + Production + Processing 


For information write or call: 
Dillon Agnew Assoc. Inc., 10 East 49 St., New York 17, N.Y. 
Cable ‘‘Dilagnew’’ New York, N.Y. 
Dillon Agnew Assoc.(Europa), Spaarne 55, Haarlem, Holland 
Cable ‘‘Dilagnew"’ Haarlem, Holland 


Clients include: 

UPJOHN INTERNATIONAL, ALLIED CHEMICAL INTERNATIONAL, 
UNION CARBIDE INTERNATIONAL, U.S. STEEL EXPORT, MINNESOTA 
MINING & MFG., McGRAW-HILL PUBLISHING CO., MACMILLAN CO. 


How GOOD 


a market is 








Latin America? 


FOR 
The SPANISH = ure am 
DAIRY MAGAZINE BAKERY, FLOUR MILLING 
The Latin American Dairy industry COOKIE-CRACKER AND 
Mere ay Spann lenawene SPAGHETTI INDUSTRIES 
exclusively for the MK, Use the only industry-wide Spanish 


language magazine reaching the 
9500 leading Plant owners of 


magazine 
Butter, Cheese, ice Cream and Dry 
Milk Plant Owners and large herd 


owners in Mexico, Central and 





South America, Cuba, Puerto Rico Mexice, Central and South Ameri- 
and the Caribbean area. ‘a, Cuba, Puerto Rico and the 
Caribbean. 


8500 controlled circulation. Span- 
ish translations at no extra charge We tmew 7 sities 

their language. We make you and 
npeinane ® Port of this grow. 


(July is BUYERS’ GuipE 


PANADERO 
LATINOAMERICANO 


| seve cngn haf 


by our native Spanish editors. 
B&W page, $200, six times; $180, 
twelve time rate. A full schedule 
NOW will put you on top of this 
growth market for tomorrow! 


(July is BUYERS’ GUIDE issue) 


INDUSTRIAS 
LACTEAS 


1602 HAROLD ST., 





issue) 


estern Baker in English) 








HOUSTON 6, TEX. 1602 HAROLD ST., HOUSTON 6, Tex, 
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e “Who's Who in the Automotive Export Industry” 
a 16-page directory listing approximately 500 U. S. 
manufacturers of automotive products, will, as an- 
nually, appear as an insert in the December issues of 
McGraw-Hill’s The American Automobile and El 
Automovil Americano. 


G 


e International Market Guide — Continental Europe, 
to be published in December by Dun & Bradstreet as 
a companion piece tc International Market Guide — 
Latin America, wil' contain over 75,000 listings of 
manufacturers, wholesalers and retailers engaged in 
foreign trade in every country in Europe. 


G 


e La Hacienda and A Fazenda, twin agricultural pub- 
lications for Latin America, in Spanish and Portuguese, 
have transferred their circulation office from New 
York to Mexico City. Greater flexibility of operations 
and resultant economies are expected from these 
moves which also put the publications in closer con- 
tact with the market they serve. 


G 


e International Electronics, latest addition to the Am- 
erican Exporter group of publications, will appear 
monthly, beginning January 1961. Circulation will be 
to 20,000 manufacturers, distributors, government 
officials and electronic equipment users. A pilot issue, 
dated October 1960 carried a total of 94 pages of 
advertising — 50 in the English edition and 44 in the 
Spanish counterpart. Member Hugh M. Hyde is 
publisher, Richard G. Lurie, editorial director and 
Jose M. Garmendia, editor of the Spanish edition. 


G 


e Member Johann G. Gratzer reports that the Seventh 
Austrian Advertising Congress will take place in 
Vienna on November 10th to 12th. Jointly sponsored 
by the Wirtschaftsforderungsinstitut der Bundeskam- 
mer der Gewerblichen Wirtschaft (Institute of the 
Federal Chamber of Commerce for the Promotion of 
the Economy) and the Oesterreichische Werbewis- 
senschaftliche Gesellschaft (Austrian Association of 
Advertising Sciences), the program includes “Adver- 
tising Psychology,” “Brand Name Promotion,” “Tele- 
vision Advertising,” “Market Research,” “Advertising 
Laws” and kindred subjects. 


G 


e The October 7 issue of Life’s U. S. Edition carried 
over $5 million of advertising. This is probably the 
all-time record for a single issue of any magazine. 



























Mr. Miguel A. Quevedo, Publisher:of two new Latin American Mag- 
azines, flanked by his respective advertising managers, Luis Soria (I.) 
and Rafael Conill (r.). 


Publication offices will be located in Caracas, Vene- 
zuela, under the name of Editora Bohemia Libre 
Internacional, C.A. An office has been opened in the 
Lincoln Building in New York for Foreign Publi- 
cations, Inc., which will act as U. S. advertising 
representatives. 

Previous to their seizure by the Cuban Government, 
on July 18, both Bohemia and Vanidades had con- 
siderable overflow circulation throughout Latin Amer- 
ica. We are given to understand that the distributors 
of these magazines in those countries have already 
agreed to purchase and distribute the new magazines 
instead. Based on these advance orders, the publishers 
expect to exceed 100,000 circulation for each, with 
no returns accepted. 

Dra. Erminia del Portal, editor of the new Woman’s 
Magazine, was largely responsible for the increase in 
the circulation of the original Vanidades from 28,000 
in 1953 to 218,000 in 1960. 

The most remarkable thing about the new enter- 
prise is that the first issue of Bohemia Libre was pro- 
duced within 25 days after its publisher, Miguel A. 
Quevedo, fled Havana. Copies were distributed to a 
large group of advertisers and advertising agencies at 
a reception given on October 5th at the Waldorf- 
Astoria, in New York, in honor of the publisher. 


e Two New Magazines for Latin America. The former 
publisher of the magazines Bohemia, Carteles and 
Vanidades of Havana, Cuba, has announced publica- 
tion of two new magazines, for distribution in Central 
America and the Caribbean area— Bohemia Libre 
in the general consumer field, and a new Vanidades, 
for the Woman’s field. 



































e Reader’s Digest had to transfer the printing of its 
Caribbean and Mexican editions to Sao Paulo, Brazil, 
when the Omega plant —in which they had set up a 
million dollars worth of equipment—was “inter- 
vened,” a euphemism for “confiscated” by the Cuban 
government. 

Go 


e Under a similar pressure, Time Latin America trans- 
ferred its printing operations from Omega to a plant 
in Atlanta, Ga., on an emergency basis. The move had 
to be effected over the Labor Day weekend. 


G 


e Gordon Blair has been appointed Sales Manager in 
the midwest for Export Publishers Company, Inc., 
publishers of Transporte Moderno, Servicios Publicos, 
Modern Government and A Sus Ordenes. He was 
formerly Advertising Director, International Editions, 
Popular Mechanics Magazine and is currently secre- 
tary and director of the Chicago chapter of I.A.A. 
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BANKEN FOR BANKMENN OG FORRETNINGSMENN 
JlLe Yi Svs A25-lod Ly 
fa Banca per Banchieri ed Uomini 2D affari— 
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* Home and abroad —— 
The Irving serves as 
“the Bank for Bankers and Businessmen 


everywhere 


IRVING TRUST COMPANY 


One Wall Street, New York 15, N.Y. 

World-wide Banking Services for Business, Banks and Indiv 

Capital Funds over $140,000,00¢ tal Auvets over $1,700,000,00¢ 
Groace A. Muapuy, Chairman of the Board Wrusam E Pevensen, President 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 


This advertisement received the top prize — a statuette of a town crier 
— in the competition of the N. Y. Financial Advertisers Association. 





e Export Trade is generously making space in its 
Classified Advertising columns available free of charge 
to Cuban refugee businessmen seeking job opportuni- 
ties in the world trade field. 


NOVEMBER 1960 «¢ INTERNATIONAL ADVERTISER + 21 






















The International Advertising Association welcomes 
the following into membership: 


B.iumM, ALAN E., Vice President, The Displayers, Inc., 635 West 
54th St., New York 17, N. Y. 


CAHILL, JOHN J., Export Manager, The R. T. French Company, 
1 Mustard St., Rochester 9, N. Y. 


DATE, JOHN E., JR., District Manager, Standard Rate & Data 
Service, 420 Lexington Ave., New York 17, N. Y. 


DE MONTEJO, CONSUELO, Mrs., General Manager, Publicidad 
Tecnica C. Montejo y Cia. Ltd., Ap. Aereo No. 10-161, 
Bogota, Colombia. 


DoRMANN, HENRY G., Vice President, The Kimberly-Dormann 
Corp., 59 East 54th St., New York 22, N. Y. 


EVANS, RICHARD, Managing Director, Royds Overseas Adver- 
tising & Marketing Ltd., Royds House, Mandeville Place, 
London W.1, England. 


FEHLANDT, CARL HENRY, Advertising Manager, White Labs. & 
Animal Health Products, Schering Corporation, 60 Orange 
St., Bloomfield, N. J. 
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INTERNATIONAL 
BOOKSHELF 
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ECONOMIC SURVEY OF SOUTH AMERICA (published 
by The Statist, London, March 1960) 206 pages. Price 
10 shillings. 


Far and away the most comprehensive publication 
hitherto issued by The Statist, this survey is the latest 
of a series of supplements on the economies of foreign 
countries. It outlines both actual achievements and 
future expectations of translating the vast potential 
of South America into reality. 

The lead article by Raul Prebish, Executive Secre- 
tary of the United Nations Economic Commission for 
Latin America and. chief architect of the Treaty of 
Montevideo which laid the foundation of a Latin 
American Free Trade Association, is followed by 
equally informative and challenging articles con- 
tributed by various outstanding Latin American per- 
sonalities on various aspects of economic development 
of the Continent as a whole and of each of the nine 
countries it comprises. 


THE OVERSEAS AMERICANS, by Harlan Cleveland, 
Gerard J. Mangone and John Clarke Adams, dean 
and professors, respectively, of the Maxwell Graduate 
School of Citizenship and Public Affairs at Syracuse 
University (McGraw-Hill Book Company, New York, 
316 p., $5.95). 


“From Osaka to Accra, from Helsinki to Antofa- 
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GARCIA IBANEZ, JULIO, Managing Director, CID, S.A. Publi- 
cidad, Caspe No. 12, Barcelona, Spain. 

GrIRDWOOD, JAMES BRANNAN, General Manager, Mid-Ocean 
News Ltd., Union St., Hamilton, Bermuda. 

HANES, RALPH N., Director of Advertising & Promotion, Dodge 
Manufacturing Corp., Mishawaka, Ind. 

HAYTON, STANLEY H., Eastern District Manager, Miller Free- 
man Publications, 370 Lexington Ave., New York 17, N. Y. 

HERRICK, CASEY I., MRs., Publisher, Weekly Tribune, 19, rue 
de la Croix d’Or, Geneva, Switzerland. 

HOHLAKIDIS, CosTa, Managing Director & Proprietor, GNOMI 
Advertising Agency, Othonos St. 6, Athens, Greece. 

HUGHES, ROBERT LACHLAN, Managing Director, Robert Hughes 
Advertising Pty. Ltd., 7 Latrobe Court, 151 Latrobe St., 
Melbourne, Australia. 

LEvy, CLIFFORD VERNON, Director-Owner, Far West Surveys, 
166 Geary St., San Francisco 8, Calif. 

MARQUEZ, JUAN LuwuIS, President, United Promoters & Adver- 

tisers, Inc., P.O. Box 8583, Santurce Sta., San Juan, Puerto 

Rico. 


NORWALK, THOMAS SAWYER, Advertising & Sales Promotion 
Manager, Perfect Circle International, P.O. Box 266, Fort 
Wayne, Ind. 

PRATT, PAGE Boyp, Market Director, Flexible Packaging Mate- 
rials and Equipment, W. R. Grace & Company, Overseas 
Chemical Division, 62 Whittemore Ave., Cambridge, Mass. 

SCHWEHR, ERNEST W., Account Executive, Robert Otto & 
Company, Inc., 25 West 45th St., New York 36, N. Y. 

TUNNELL, CHARLES N., President, Tunnell Publications, Inc., 
P.O. Box 66487, Houston 6, Texas. 





gasta, nearly one percent of our citizens live outside 
the United States. Some of the overseas Americans 
are government people who are manning military 
bases, running embassies, and administering foreign 
aid. But a third of them are other United States citi- 
zens, including wives and children, abroad for a year 
of study and teaching or for a lifetime of expatriate 
living in the interests of American business, missionary 
churches, or philanthropic foundations.” 

“Any powerful nation today deeply affects the in- 
ternal affairs of its many less-powerful neighbors. The 
broad purposes for which the United States tries to 
use this influence can be inferred from our national 
ideals: we want all men to have a rising standard of 
life and a growing measure of personal freedom. But 
how this massive influence of ours actually applies to 
other nations depends mostly on the individual Ameri- 
cans who carry power into action around the globe. 
Our book is about those Americans.” 

These paragraphs, from the preface and the opening 
chapter of the book, give a clear indication of subject 
matter and approach. The writers explore the elements 
needed for successful performance of overseas assign- 
ments: (1) technical skill; (2) belief in mission; 
(3) cultural empathy; (4) a sense of politics; (5) 
organization ability. 

Based on two years of research and interviews with 
hundreds of Americans and foreign nationals on five 
continents, the book describes the virtues and short- 
comings of American expatriates, their reactions to the 
shock of exposure to alien customs and cultures and 
the adjustments their wives and children have to 
make. 
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As a leading U.S. publishing firm, 
Miller Freeman serves many key 
industries with highly-specialized 
journals that provide selective 
readership and selective advertis- 
ing coverage. Markets outside the 
U.S. are served by long-estab- 
lished publications in the world- 
wide mining and pulp and paper 
industries; plus external coverage 
of construction, commercial fish- 
eries and forest products through 
CONSTRUCTION WORLD, 
PACIFIC FISHERMAN IN- 
TERNATIONAL, THE LUM- 
BERMAN, THE TIMBERMAN, 
and a new publication, WORLD 
WOOD, which will have a con- 
trolled circulation of over 8,000 
in 85 countries. 


The combination of these ac- 
tivities provides international 
advertisers with a single source 
for selective advertising coverage 
and for authoritative market data 
on a variety of international 
industries and markets. Contact 
your nearest Miller Freeman office 
for any information you require. 
We're glad to be of service. 
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PULP & PAPER 
INTERNATIONAL: 
Covering the world-wide 
pulp paper and paper- 


board industry. 
trolled circulation 


4,000 (No U.S. circula- 
tion). Companion publi- 
cation to Pulp & Paper 


(No. America). 


San Francisco 5, Calif. 
500 Howard St. 
EX 7-1881 


Seattle 4, Washington 
71 Columbia St. 
MA 2-1626 


Cleveland 3, Ohio 
4500 Euclid Ave. 
EX 1-4180 


Koln-Merheim, West Germany 
28, Attendorner Str. 














































DATA, 


WORLD MINING: Covering 
the world-wide metal mining in- 
dustry. Circulation (BPA) 12,500 
(No U.S. circulation). Compan- 
ion publication to Mining World 
(No. America). 


February 














PULP&PAPER 
Con- INTERN 


over 


ONAL) 


MILLER FREEMAN PUBLICATIONS 





INTERNATIONAL OFFICES 


Portland 5, Oregon 
731 S. W. Oak St. 
CA 2-1314 


Los Angeles 65, Calif. 
3501 Eagle Rock Bivd. 
CL 5-7194 


Chicago 26, Illinois 
1791 Howard St. 
RO 5-3420 


New York 17, N.Y. 
370 Lexington Ave. 
MU 3-9294 


London W. 1, England 
130 Crawford St. 
WEL 3624 


Vancouver 3, B.C. 
402 Pender St. 
MU 5-7287 


Phone: 871752 z 
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“2£QUE LEE USTED?” 


Walk down any busy street in Bogota, Colom- 
bia. Stop the first prosperous-looking busi- 
nessman you see. Ask him the question in 
the headline above — “What do you read?” 
Chances are, he'll mention Selecciones del 
Reader's Digest. Wherever you go in this rich 
Caribbean market area*...the better-educated 
higher-income people call Selecciones their 
favorite magazine. In fact, over 1,406,000 of 
them read it every month. : 


This preference for-the Digest exists wherever 
you go in the free world. The same kind of 
people read it everywhere, for the same com- 
pelling reason — to better themselves. That’s 
why more people — 21,000,000 — buy the 
Digest’s 29 editions than any other magazine. 
It’s also why more leading international, na- 
tional and regional companies — over 4,000 
this year — advertise in it. It helps their busi- 


ness and can help yours. 


*Colombia, Costa Rica, Dominican Republic, Ecuador, El Salvador, Guatemala, Honduras, Nicaragua, Panama and Canal Zone, Peru, Puerto Rico, Venezuela. 


People have faith in 
eader’s Digest 


THe world’s most powerful selling force is local wherever it goes. 
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